The objective of this study is to determine how the formal and informal communication in social media can be used to affect the Generation Y online purchase intention. Generation Y is selected in this study as this generation is the generation who are heavily depend on social media. Selfadministrated questionnaire is used to gather the respond from the target respondent by using random sampling. The result from the sample size of 230 Generation Y respondents showed that there is positive influence of online sales promotion and word of mouth on the consumers purchase intention. The outcome of this study is very important to give an insights to the business on how they should use the social media to communicate and influence the consumer online purchase intentions.
INTRODUCTION
The advancement in technology make Internet become inseparable with people daily life. In year 2017, the number of worldwide internet users was reached 37 billion (Internet World Stats, 2017) . In conjunction with the adoption of Internet, the social media become one of the most popular online activities today. According to The Statistics Portal (2017), there were around 1.33 billion consumers visited the social media daily. This trend created many opportunities to the business people to incorporated internet and social media in their business activities. Those activities include communicating to the consumers and to conduct the online shopping activity. products before purchasing was made. There were issues of privacy, shipping costs and intangibility of the products which affected the consumers' confidence with online shopping. This makes online sales promotion become one of the important cue to move the consumer to purchase a products online as the sales promotion can reduce the purchase risk upon purchase.
The limitation of online environment where the consumer cannot see and touch the product before they purchase create some concern on the consumer before they purchase a products. When consumers went to purchase products from online shopping, they wish to have a positive, trustworthy and honest evaluation about products. Word-of-mouth will the customers purchase intention. Word-of-mouth had become more popular with used of social networking tools such as Facebook, Twitter and MySpace. However, it was easier for consumer to spread negative word-ofmouth online. Negative word-of-mouth will severely damage or even destroy a business. When consumers see the negative WOM about the company, they will tend to shift to their competitors (Bone, 1995) . In contrast, when online sellers post the information similar to consumer's value, then they will choose to trust the online sellers in order to spread the positive word-of-mouth. The positive information share by sellers was helping company to do viral marketing. Positive word of mouth used to level up consumer's purchase intentions for products that are innovative by cutting down the hazard (Dichter, 1966) , help promote favorable image of the brand and the company (Arndt, 1967) .
Based on the issues discussed above, the problem statement of this research is how's the influence of formal and informal communications in social media on generation Y's purchase intention. The objective of the research was to identify how online advertising and online sales promotion in formal communication, and world of mouth in informal marketing communication in social media influence customers purchase intention.
The research will benefits the marketers who targeted the Generation Y by helping them to design a proper strategy to influence the Generation Y purchase intention online. In addition, this study identify the important of communication in social media in influencing the consume purchase intention. It is very important now as most of the Generation Y are attached to social media nowadays and they even trust social media more compared to traditional media. Hence, this study will fill in the knowledge gap seeing how the effect of social media in affecting the generation Y purchase intention.
LITERATURE REVIEW Communication in Marketing
Communication in Marketing can be divided into formal communication and informal communication. The message in formal communication normally is send by using formal sources such as sales person or by using a proper promotional marketing tools such as advertisement, sales promotions. On the other hand, informal communication is the communication that happened within the informal source such as with peers either face to face or via electronics devices (Schiffman & Wisenblit, 2015) .
Online Sales Promotion
Online sales promotion is define as the inducements used by the marketers to motivate target customers and to speed up their buying intention to the specific products or services online (Pathak et al., 2010) . The tools used by the marketers include online coupon, online price discount, buy one free one and so on. Compare to promotion activities offline, online sales promotion was more cost-efficient and widely used by the consumers (Lamb et al., 2009 ). Percy and Elliott (2009) suggested that companies is encouraged to use consumer sales promotion on their websites to get attention from customers and motivate them to purchase their products. Also, according to Fill (2007) , online sales promotion was used by companies to build a brand's interest among customers.
Online Advertisement
Online advertisements can defined as advertisements that were delivered to users by using electronic information services (Hawkins, 1994 Neslin (2012) and Tassi (2013) , there were over one million advertisers spent $2.75 billion on Facebook, it reflecting a confidence by advertisers that Facebook will deliver their messages to target audience effectively (Tan & Piron, 2002) . The concept of social networking sites which allowed users to share their ideas and interacting with others, created a good fit for marketers to use advertisement to interact and communicate with potential customers.
Online Word of Mouth
Word-of-mouth in social media means network users exchange the information and conducting discussions on some products or services in the internet (Sun et al., 2006) . Social media allowed internet users to establish contents about anything which consist of organizations, products and brands (Kaplan & Haenlein, 2012) . According to Goldenberg et al. (2001) and Goldenberg (2007) , social network platforms nurture the interchange of WOM messages by creating a virtual community for consumers to interact with one another. Mangold and Faulds (2009) also indicates that social media created a platform for variety of online information-sharing. This include social networking sites (e.g. Facebook and MySpace), creativity work-sharing sites (e.g. Youtube) and micro blogging sites (e.g. Twitter) (Kelly et al., 2010) . It was allows users to spread word-ofmouth through social media. Online word-of-mouth was an important element of online shopping, positively perceived by customers and influenced customer behavior. Online word-of-mouth help to establish consumers' brand awareness and influence consumers' brand loyalty (Yang, 2013) . Online word-of-mouth had influence on consumer's purchase intentions because consumer, especially Generation Y heavily rely on online word-of-mouth before they make purchase decisions (Doh & Hwang, 2009) . Online word-of-mouth is one of the important messages in purchasing behavior and it will influence the relationship between the consumers with community, promotion activities, reputation and image of firms.
Purchase Intention
Purchase intention means that consumer's subjective judgment is reflected after general evaluation to purchase products and services. Purchase intention represents what consumer think and what will buy in their mind in the future (Blackwell et al., 2001) . Purchase intention indicates that consumers will follow their need recognition, information search through external environment, evaluation of alternatives to make purchase decision and post-purchase experience. When the purchase intention is high, consumers was more likely to purchase a product (Schiffman & Kanuk, 2000) .
action. The effective advertising will lead consumers to make purchase intention. Hence, the research hypothesis stating this is: H2: Online advertising in social media has a positive relationship with generation Y's purchase intention.
Consumers were more believe about product information online post rather than other platform information when they want to make purchase. According to the previous studies (Barnes, 2010; Bickart & Schindler, 2001) , messages that discussed among the users in the Internet were more powerful than the marketer-generated information. Hence, the research hypothesis stating this is: H3: Word-of-mouth in social media has a positive relationship with generation Y's purchase intention.
Based on the discussion above, the research framework of the study is shown below.
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Figure 1. Research framework
METHODOLOGY
Questionnaires is used in this research in order to collect the data. This research target on Generation Y in Malaysia which age from 15-30 years old. Generation Y is chosen in this study because they are the first global generation connected with internet and social media (Espinoza et al., 2010) . In addition, Generation Y spent aggressively and they are comfortable with on the internet (eMarketer, 2012).
Non-probability convenience sampling was used in the study to identify the respondents. Some screening questions were added in the questionnaire to identify the respondents before they answer the questions. There were 250 Generation Y respondents participated the questionnaires.
The instrument in the questionnaire were adopted from the previous study. Instrument for Purchase intention were adopted from Jarvenpaa et al. (1999) , online sales promotion from Yin-Fah et al. (2011) , online advertising from (Chang & Thornson, 2004; Holbrook & Batra, 1987) and world of mouth from (Goyette et al., 2010) .
RESULTS AND DATA ANALYSIS Respondent Profile
In this research, 230 usable data were collected from Generation Y. Among all the respondents, 46% of the respondent are male and the rest are female. All the respondents have online purchase experience via Facebook before in the past 6 months. More than 90% of the respondents spent more than 1 hour in the internet everyday. The frequency analysis showed that the products most purchase by generation Y through social media were clothing, cosmetic, jewelry and books.
Reliability Test
The reliability test of the study showed that the Cronbach's Alpha for purchase intention is 0.64, online sales promotion is 0.64, online advertising is 0.73 and word of mouth is 0.76. The reliability result of the study showed that all the variables are reliable as the Cronbach's Alpha for the variables are more than 0.6 (Sekaran & Bougie, 2016) . The result of the study shows that here is significant correlation between online sales promotion and purchase intention as the p-value < 0.05 and the value for Pearson Correlation of 0.44 which indicated that the relationship is moderate. The correlation for online advertising and purchase intention also significant because p-value < 0.05 with the Pearson correlation of 0.33 indicated that there is a weak relationship between variables. Besides, word-of-mouth and purchase intention have significant correlation due to p-value < 0.05 and the Pearson Correlation value was 0.38 which means that there is also a weak relationship between variables.
Correlation Analysis
Multiple Linear Regression
Multiple linear analysis is used to analyses the relationship between the variables and to test the hypothesis of the study. The result is shown in Table 2 . Table 2 , the value for R square is 0.23 which means that in the independent variables can explain 23% of the variation in dependent variable. According to the ANOVA table, the F value is 23.13 and the p-value was 0.000 which was lower than 0.05, so it was a significant relationship. P-value for online sales promotion is 0.000 which is less than 0.05, this indicated hypothesis 1 is accepted. The p-value for online advertising which is 0.225, it is lower than 0.05 so hypothesis 2is not accepted. Lastly, the p-value for word-of-mouth is 0.001 which was lower than 0.05, thus hypothesis 3 is accepted. While the p-value for online sales promotion is 0.38, β value for online advertising is 0.09 and β value for word-of-mouth is 0.21. This indicated that online sales promotion is the most influential factor in influencing consumer online purchase intention. The finding of the study shown that that online sales promotion have a positive relationship with purchase intention. According to Clow and Baack (2004) , sales promotion offers in the online environment is very important to encourage consumer purchasing behavior. This result also consistent with the research conducted by Neslin (2002) , which stated that online sales promotion had impact on the consumer's purchase intention and behavior. This happened because consumer normally will act faster in online compared to offline. In the online environment, the information search always come with purchase button beside. Thus, sales promotion can encourage the consumers to move to the purchase decision faster without much considerations. For example, an attractiveness online sales promotion such as price discount, buy one get one free and free gifts will make the consumers to act fast to purchase the products they like right after the information searching process without any delay. Hence, online retailers should aware of the important of online sales promotion in moving the consumers towards the purchase behavior. Online retailers should consider to offer more attractive sales promotion to encourage the consumers to have a prompt response after they search the products. Marketers are now bombarding consumers with various forms of advertisement online. Sometimes, consumers are forced to view the unwanted advertising even though they were unwilling and this will make them feel aggravating. Thus, they perceived online advertising was not the important factor to influence their purchase intention. Lastly, the findings of the research also supported that electronic word-of-mouth have a positive relationship with purchase intention. This result is consistent with the previous research, which also revealed that there is a positive relationship between electronic word-of-mouth and purchase intention as generation Y treat word-of-mouth as a more reliable course of communication compared to the advertisement. With this, online retailers must closely monitor the word-of-mouth of products and services that consumers spread to others. Online retailers also should fulfill consumer's needs and wants, provide quality products and services and manage well the reputation of the online business in order to obtain positive word-of-mouth. Buzz agent should be hired to do the viral marketing activities to the consumers in the cyberspace.
Discussion
CONCLUSION
This study focus on the influence of formal and informal communication in social media in affecting the purchase intention of Generation Y. There were 230 sets of Questionnaires were collected from Generation Y who have experience in buying products via social media. The result of the study indicated that sales promotion and word-of mouth in social media will affect the purchase intention of Generation Y whilst online advertising will not. This study give an ideas to the online seller on how they can use online sales promotion and word-of-mouth to affect the customer and at the same time be aware when using online advertising.
